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Abstract

The objectives of this research were to study the marketing mix affecting the decision-making to
use the service of Krung Thai Bank Co., Ltd, Salaya branch, Nakhon Prathom Province, and to compare the
marketing mixes of each customer classified by personal status. The sample included 188 customers.
Questionnaires were used in collecting data. Data was analyzed by percentage, mean; standard deviation, t-test,
and One-way ANOVA.

The results of the research indicated that the mean-score of overall opinions that customers had
toward the marketing mix, mentioned above, was at high level. Considered in terms of aspects, mean scores of
4 aspects were at high level, namely distribution channel; personnel, physical image presented, and service
procedure respectively. The comparison of marketing mix of each customer classified by personal status
showed that with different duration of service and sex, customers had significant difference in overall opinions

on the marketing mixes at 0.01 while\customers with different monthly income had significantly different
overall opinions at 0.05. ‘Aspect analyses discovered that in terms of product/service and price,
customers with different educational background were significantly different at 0.05. In addition,
customers with ‘different occupations had significantly different opinion on service procedure

at 0.01.
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